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是 21 世纪的现代化企业，立足市场的最有效途径之一。  
    金门酒厂实业股份有限公司，生产举世闻名的优质「金门高粱酒」，为台湾




    本文分为四章： 
第一章  概要叙述本论文研究的背景与动机，确立研究目的与界定研究范
围，设定研究流程与研究方法，并就研究的限制性和重要名词加以说明。 
    第二章  根据本文研究的需要，就所搜集的文献资料，分析大陆高端白酒市
场及金酒公司的产业现况。并就研究所需的理论框架，SWOT 理论和品牌战略相
关理论，就中外学者的立论做简要结构性的介绍。 






































 The superiority of competitive power is the foundation for leading an enterprise 
toward an everlasting industry. In this highly competitive market, the differences of 
market elements such as product, price, distribution channel, and promotion are 
getting closer with each passing day. Therefore, understanding the core competitive 
ability of the enterprise, integrating the internal resources which includes product, 
human resources, capital, management, marketing, technical research and 
development, constructing an enterprise who sees the “Brand Strategy” as the core of 
marketing for setting it up toward the leading position, and finally creating the 
customer and market value for gaining the enterprise’s profit, is the best enterprise 
core strategy for modernized enterprise having a foothold on market in the 21st 
century. 
    Kinmen kaoliang liquor Inc.（KKL）, famous in world by it production of hight 
quality “Kinmen kaoliang liquor”is the primary brand of white  liquor in Taiwan.On 
Apr. 8th 2004,wite the establishment of 100% ownership subsidiary company in 
Xiamen, KKL officially entered into the biggest and the oldest white liquor consumer 
market－Mainland China. How to use the “Brand Strategy”as the core strategy of 
enterprise, for standing out from the crowd in “White Liquor Market of Mainland 
China” and having a foothold in this highly competitive market,is the focus of 
thisresearch. 
 This thesis is divided into 4 chapters: 
 The 1st chapter: Summarize the background and the motives of research, 
establish the objectives and determine the boundary of research, design the procedures 
and methods of research, indicate the limits of research, and explain the keywords of 
research. 
 The 2nd chapter: Analyze the present situation of Kinmen kaoliang liquor 
industry and the pinnacle white liquor market of Mainland China by collected 
literature resources according to the research needs. Briefly and constructively 
introduce the theory frame, SWOT theory and the theory of brand strategy which are 
based on the Chinese and foreign scholars’ arguments in the light of the research 
needs. 














threats of Kinmen kaoliang liquor for entering into white liquor market of Mainland 
China by using SWOT theory. Second of all, analyze the brand image and present 
situation of marketing of Kinmen kaoliang liquor in white liquor market of Mainland 
China according to the data of questionnaire investigation and the information of 
in-depth interview which were designed in terms of research methods. And finally, in 
order to find out the essence of brand and the present situation of brand image of KKL 
and its products in white liquor market of mainland China, survey the information that 
has been mentioned before and organize the problems that have been analyzed and 
indicated by using certain components, which includes competitive elements, brand 
preference, brand awareness, and brand loyalty, that make the enterprise brand toward 
success. 
 The 4th chapter: Stand on the problems discovered in the research, and apply 
“The Model of Dynamic Brand Strategy Plan” of Dr. LI guang dou, on the basis of the 
diagnosis of marketing and brand for Kinmen kaoliang liquor in white liquor market 
of Mainland China, the brand position for the product, the brand position for the 
enterprise KKL, the brand image strategies for Kinmen kaoliang liquor, the 
dissemination strategies of brand marketing for Kinmen kaoliang liquor, offer the 
conclusion and the advices to the research subject. 
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前    言 
 1
前    言 













    金门酒厂实业股份有限公司（简称金酒公司），所生产的金门高粱酒目前在
台湾的白酒市场中，无论是质量及销量都稳居第一品牌的地位，拥有广大固定的
忠诚消费客户群，引领并主导台湾白酒消费群的口感和品味。金酒公司于 2004
年 4 月 8 日设立厦门全资子公司，进军全世界最大的，也是最古老的中国大陆白
酒消费市场。 























第一章  绪 论 
第一节  研究背景与动机 




    金酒公司以「立足金门、促销台湾、进军大陆、放眼全球」为营销目标，2001
年厦门金门通航后，金酒公司立即加快脚步，积极向大陆申请金门高粱酒的商标
注册，“2003 年 08 月 07 日中国大陆商标局核准金门高粱酒商标注册审定。2004
年 4 月 8 日，于厦门设立全资子公司，「金门酒厂（厦门）贸易有限公司」，取得
在中国大陆的白酒进口、批发、零售的权利，进军大陆白酒市场。2005 年 11 月
21 日完成大陆地区金门高粱酒商标注册，依法获得商标专用权保护。”（金酒公
司网站） 









第二节  研究目的与范围 




















    本研究的目的概括如下： 
    一、分析中国大陆高端白酒市场与金酒公司的产业现况。 
    二、应用 SWOT 理论，探讨金门高粱酒，进入中国大陆高端白酒市场的优势、 
劣势、机会和威胁。 





    五、探讨金酒公司以品牌战略，为进入大陆高端白酒市场所应确立的产品品
牌及企业品牌定位、品牌形象策略、品牌诉求及品牌营销传播重点。 
    对于上述的研究目的，期待本文研究的结果，可做为金酒公司在扩展大陆白
酒市场业务时的参考，为金酒公司建立品牌形成优势，并协助代理商拓展营销业
务，提供借鉴和依据。   
    大陆地区市场幅员广大，本研究的范围，以金门高粱酒已授权代理商及试销
商的 13 个省、市地区为主。在研究的主题及范围确定下，设定本研究的访谈及
问卷调查对象： 
    一、问卷调查对象，为了提高问卷结论的有效性，设定接受问卷调查的受访
者，为在各级营销点实际已购买消费的客户，由访谈人员一对一咨询塡答。 
    二、深入访谈对象，以大陆地区各省、市级代理商的负责人及营销主管人员
为主。 






























发生事件的可能解释(Gorman & Clayton，1997；潘淑满，2004)。 
    本研究方法依前述研究目的，在定量研究上，设计问卷调查进行资料的收集，
待收集工作完成后再将所获得的资料经过整理后，加以编码(code)以利分析，最
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